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The new style retailer such as Wal-Mart, Carrefour has being the key customer of 
fast moving consumer goods manufactory (FMCGM), and deeply influence on all of 
manufactory, including the system of sales, brand build, cost control, organization and 
supply chain, and so on. When key retailer customers bring a lot of business 
opportunity, they request manufactory lower supply price, more support and best 
service，and so on.  
FMCGM how to face the key retailer customer? The article focuses on FMCGM 
how to managing the key retailer customers base my practice in Coca Cola China 
system.  
The article has six chapters. The first chapter is theory review of key account 
management, the second chapter is customer analysis, the third chapter is discuss the 
challenge of key retailer customer to FMCGM, the fourth chapter is talk about the 
practice of key retailer customer, the fifth chapter is expound the management 
strategy of key retailer customer, and last chapter is forecast the next challenge form 
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第一章  重点客户管理理论回顾与思考 




第一节  重点客户与重点零售客户概念 
国内市场从卖方市场逐步转变为买方市场，促使制造企业是越来越关注客户
的细分。其中对 重要的 20％客户称谓有全国客户、战略伙伴、大客户、VIP 客
户和重点客户等，在本文中我们统一成为重点客户。在国外，重点客户的概念据
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4、其全球背景或生意发展经验可证明会有较大生意发展潜力的零售客户。 




























                                                        











































根据 Louis E．Boone 和 David L．Kurtz 的关系营销理论，关系营销共分
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